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Tourist experience has become one of the most popular academic topics, reflected 
in the constant growth of the related literature. Related research shows that the basic 
problem such as the characteristics of tourism consumption, the essence of tourism 
experience, the integrity of experience and the emotional appeals are not given 
enough attention, which cause the lack of care for individual emotional needs. 
It is claimed that consumer emotion plays an important role in many aspects, such 
as consumer demand recognition, information search, evaluation, buying, and 
after-purchase behavior etc. In this sense, the exploration on tourist emotion is the key 
part of the tourist experience field while tourist emotion is an important influencing 
factor in travel experience. However, the literature on the tourist experience from the 
perspective of emotion is very few. 
The decision-making, experience process and quality evaluation of tourism 
experience are major problems in tourist experience research both at home and abroad. 
Firstly, this paper discusses the effect of emotion on tourist decision-making and puts 
forward tourist decision-making theoretical model from the perspective of emotion, 
using constructivism grounded theory method on the Web Blog cases, and based on 
the interaction ritual chains theory of micro-sociology and relate theoretical 
achievements of the sociology of emotion. Secondly, this research constructs the 
theoretical model for tourism experience process on both the micro and macro aspects, 
which can interpret the internal system structure of tourism experience. Thirdly, this 
paper introduces emotional energy into travel experience quality evaluation, regarding 
the pleasure and spirit enjoy that the tourist got through tourism as emotional energy. 
The emotional energy is the interactional result of emotional experience and cognitive, 
stored in individual memory as symbols, so it has long lasting impact on individual 
behavior. But the related research on emotional energy is not much. This study will 















explore the application of emotional energy in the actual research and help to 
understand and predict long-term tourist behavior. 
This article has carried on main innovations about the following aspects:  
(1) The research perspective of emotion makes up for the defect in current related 
research, which ignore tourist emotional appeals and spiritual needs, lagging behind 
the development of the times. This text systematically analyzes the mechanism of 
emotional effect on tourist experience, which is rare in related studies. 
(2) Using constructivism grounded theory method to study travel BLOG cases is 
a new way for tourism experience field. The travel notes honestly express tourist true 
feeling on the journey and reveal tourist inner world to others. Through the analysis of 
texts and photography pictures in travel notes, tourist emotional content embedded 
within their hearts can be found which is difficult for quantitative method. It will be 
powerful evidences to disclose the essence of tourism experience. This study makes 
up for the lack of case analysis from micro aspect and the lack of in-depth textual 
analysis in related research, which will avoid constructing theoretical conjecture 
air-to-air. 
(3) Study on the measuring index of emotional energy is not much involved at 
present, applying emotional energy to tourism experience field is also rare. This paper 
creatively explore the contact between emotional energy and tourism experience, 
which will help to explain the connotation of emotional energy and helps to find the 
measurement for tourist experience quality evaluation. 
(4) In view of the diversity of the research paradigm in tourism experience quality 
field and the nature of subjectivity and complexity of tourism experience, it is 
possible for each theory and research perspective to be applied to travel experience 
quality study. This text will help to find available things for the development of 
tourism experience theory.  
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